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Abstract 
Advertisement world more and more llama progressively rapidly grow. Entire/All 
sure life lini relate to advertisement. Advertisement have expanded [at] all area 
lini. In its growth [of] advertisement have entered [at] political area. [At] a period 
of/to general election of year 1999 political advertisement start to expand at full 
speed. During the period media choice for beriklan plenty (of) for example 
electronic media ( radio and television), media print ( letter of kabar,baliho, 
leaflet, poster and is other) and also media of internet which is on at that time also 
[is] expanding at full speed 
 
Advertisement print Candidate of Presiden-Calon Vice President used as [by] 
campaign media. In advertisement print this [all] candidate more is signalizing 
[of] personal of their branding. This matter [is] [done/conducted] society to see 
candidate as proper and good personal to be selected. But in the end elector 
society determining which candidate [is] which proper to be selected to to lead 
Indonesia five year to the fore. 
 
This research aim to to know symbols personal of branding which there are in 
media advertisement print Candidate of Presiden-Calon Vice President [at] period 
of general election 2009 specially [at] Daily Newspaper Compass and differences 
exist in third Candidate campaign advertisement of Presiden-Calon Vice 
President. 
 
Method in this research [is] kualitiatif with analysis of semiotik. Method 
qualitative [is] method majoring materials which difficult can be measured with 
numbers or with criteria of lalin having the character of eksak. Approach of 
semiotik used as [by] medium in analysing and interpretation mean in a 
advertisement. This approach [is] selected [by] because semiotik give wide [of] 
room to [do/conduct] interpretation to advertisement so that in the end can be got 
[by] meanings hidden in advertisement. 
 
From this research, writer obtain;get conclusion that symbols personal of branding 
in advertisement print the the Capres-Cawapres presented to [pass/through] 
elements in advertisement that is object, and context of text. Third [of] candidate 
have differences in their x'self image. Couple of Mega-Prabowo more x'self 
membranding as couple which [is] people pros by signalizing text in the form of 
workplans to be executed without personality image ( themselves subjektif). 
While couple of SBY-BOEDIONO more personality image ( their subjektif) 
without telling workplans they to execute. While couple of JK-WIRANTO present 
both that is besides personality image ( their subjektif) also present workplans 
they to execute. 
 
 
 
 
 
DAFTAR ISI 
 
JUDUL ........ .... .............................................................................................. .... i 
PERSETUJUAN............................................................................................ .... ii 
PENGESAHAN ............................................................................................. .... iii 
MOTTO ......................................................................................................... .... iv 
PERSEMBAHAN.......................................................................................... .....v 
KATA PENGANTAR................................................................................... .... vi 
DAFTAR ISI................................................................................................... ...viii 
DAFTAR BAGAN......................................................................................... .... ix 
DAFTAR GAMBAR..................................................................................... .... x 
ABSTRAK ..................................................................................................... ....xiv 
 
BAB I PENDAHULUAN 
A. Latar Belakang Masalah....................................................................... .... 1 
B. Rumusan Masalah ................................................................................ .... 10 
C. Tujuan Penelitian ................................................................................. … 10 
D. Kajian Pustaka...................................................................................... … 10   
1. Iklan Politik.................................................................................... … 10   
2. Kampanye ...................................................................................... … 21 
3.  Personal Branding…………………………………………………..26 
E. Metodologi Penelitian .......................................................................... … 33   
1.  Jenis Penelitian............................................................................. … 33 
2. Metode Analisis ............................................................................ … 34 
3. Corpus ........................................................................................... … 37  
4. Elemen Analisis ............................................................................ … 38  
5. Analisis Data ................................................................................. … 38 
6. Sumber Data……………………………………………………...…41  
BAB II PROFIL PRESIDEN WAKIL PRESIDEN DAN PROFIL SURAT 
KABAR HARIAN KOMPAS 
A. Profil Mega-Prabowo…………………………………………………….42 
1. Visi dan Misi............................................................................... … 42   
2. Profil Megawati Soekarnoputri ..................................................... … 45 
3. Profil Prabowo Subiyanto ............................................................. … 50 
B. Profil SBY-Boediono…………………………………………………….52 
1. Visi dan Misi............................................................................... … 52   
2. Profil Susilo Bambang Yudhoyono .............................................. … 54 
3. Profil Boediono ............................................................................. … 58 
C. Profil JK-Wiranto…..…………………………………………………….62 
1. Visi dan Misi............................................................................... … 62   
2. Profil Jusuf Kalla........................................................................... … 64 
3. Profil Wiranto................................................................................ … 67 
D. Profil Surat Kabar Harian Kompas…………...………………………….70 
1. Visi dan Misi............................................................................... … 70   
 
BAB III ANALISIS SEMIOTIKA IKLAN MEDIA CETAK CALON 
PRESIDEN DAN CALON WAKIL PRESIDEN 
A. Analisis Data Iklan Cetak Calon Presiden dan Wakil Presiden................75 
1. Analisis Iklan JK-Wiranto Edisi 10 Mei 2009 ................................ … 75   
2. Analisis Iklan SBY Edisi 20 Mei 2009 ........................................... … 83 
3. Analisis Iklan SBY Edisi 27 Mei 2009 ........................................... … 89 
4. Analisis Iklan Mega-Prabowo Edisi 29 Mei 2009 .......................... … 96   
5. Analisis Iklan JK-Wiranto Edisi 2 Juni 2009….............................. ...104 
6. Analisis Iklan SBY-Boediono Edisi 3 Juni 2009 ............................ ...110 
7. Analisis Iklan SBY-Boediono Edisi 11 Juni 2009 .......................... ...115   
8. Analisis Iklan SBY-Boediono Edisi 24 Juni 2009 .......................... ...118 
9. Analisis Iklan SBY-Boediono Edisi 29 Juni 2009 .......................... ...123 
10. ..............................................................................................Anali
sis Iklan JK-Wiranto Edisi 29 Juni 2009....................................... ...129   
11. ..............................................................................................Anali
sis Iklan SBY-Boediono Edisi 4 Juli 2009.................................... ...134   
12. ..............................................................................................Anali
sis Iklan SBY-Boediono Edisi 4 Juli 2009.................................... ...136   
13. ..............................................................................................Anali
sis Iklan Mega-Prabowo Edisi 4 Juli 2009.................................... ...141   
14. ..............................................................................................Anali
sis Iklan JK-Wiranto Edisi 4 Juli 2009 ......................................... ...145   
B. Pesan Dalam Iklan Capres-Cawapres sebagai Personal Branding ..…...149 
BAB V PENUTUP 
A. Kesimpulan…………………………………………………………...…152 
B. Saran-Saran…………………………………………………………...…155 
DAFTAR PUSTAKA………….....................................................................…xv 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
  
